Abstract: Two of the most important keys to successful web sites, including eBusiness sites, are content and usability (Nielsen, 1999 ). Yet, many of these sites still suffer from flawed content organization and navigation support. In this chapter, we discuss existing problems and point out a series of important user and task characteristics that need to be considered when designing an online store. We focus on usability issues of content organization and navigation which are inherently intertwined. We will also discuss the checkout process, an important element of many e-Business, whose design requires not only the usual usability guidelines but also trust issues.
INTRODUCTION
Many e-Business site interfaces have serious design flaws apparent to even the casual user. For a person trained in human factors and usability, navigating through a site and the checkout process is often a torture-or, a scary, yet exciting fact-finding and data-collection trip through a dangerous jungle. This criticism is also supported by the fact that a massive 65% of the shoppers abandon a site before actually purchasing anything (Weiss, 2000) . This criticism doesn't just apply to the mom-and-pop web store, but also to many of the big players. Shopping online can be as confusing as shopping for the first time in a large department store in a foreign country. This problem is compounded by the fact that customer service availability is often extremely limited. Although a lost shopper might attract the attention and assistance of a clerk in a store, almost no parallel exists in an online environment. Many e-Business sites are not nearly as usable as they should be.
We will address this usability issue by examining the role of store content organization, site visitor characteristics, and related navigational support. Obviously, navigation and content organization must be dependent on the visitors characteristics and their goals. The main purpose of the organization and navigation support of a web site is to allow a user to easily navigate to the needed product and efficiently complete the transaction.
Too often, the organization of the products in an online store or the manner in which the exchange is completed reflects some kind of scheme internal to the business. For instance, in some cases products are organized according to their product stock numbers. Quite often, the technical implementation, e.g. the database design or method of processing transactions, dictates the organization of the web site and the checkout process. Such business and implementationimposed schemes largely ignore the users' needs and are therefore to be avoided.
While there are many similarities between general e-Business sites and those selling products, visitors to the latter sites have additional concerns. Since they are being asked to spend money and give personal information, they must have confidence that the business will not purposely or accidentally misuse this information. Consumers must trust the company, otherwise they may not complete the purchase. Trust is often a byproduct of the usability and professionalism of the site.
Evaluating site usability only makes sense when considered from the perspective of what kinds of customers are going to do what kinds of tasks. E-Commerce sites are interested in users finding items they wish to buy and then the users actually buying them. It is important that users find what they want and then also be given opportunity to expand their purchase. This can be done by presenting other items that may also be to their liking and are related to the original purchase.
Ultimately, success can be measured by whether or not the user does indeed purchase the items placed in their shopping cart. Too often, potential buyers leave the store and abandon a full shopping cart. Our own early pilot studies have shown that, in many cases, usability and trust issues of the site are responsible for this behavior.
In the rest of this chapter, we will analyze a few different store models and what kind of organization and navigation they support. We will make recommendation what user characteristics need to be considered to design the appropriate organization and navigation. Then we will discuss usability and trust issues considering the checkout process design of an eBusiness site.
CONTENT ORGANIZATION
Content in e-Commerce sites needs to be organized in such a way that the customer can easily find desired products and the products themselves are merchandised to impact the customer's purchase decision (Goldberg, 2000) . Brick-and-mortar stores arrange and present products to maximize sales given space and other, often physical, constraints (Underhill, 1999) . Online stores need to take advantage of the fact that they do not suffer from these same constraints. However, as discussed below, they suffer from their own kinds of problems.
We will begin by discussing some online store models based on their brick-and-mortar equivalent. We do this to both learn from brick-and-mortar stores and to understand their limitations. We will then consider implications of this analysis on navigation and checkout designs.
Online store models
Many online stores use a model based on what is convenient for the seller rather than the customer. This can create serious disadvantages with respect to the site organization and navigation. We will present three models and propose the designer should seriously consider a boutique-like specialty store as a preferred model. Although brick-and-mortar stores are a good place to start, e-Business stores should not have to suffer unnecessarily from the same physical, organizational, and other constraints as real stores do.
In a physical store, products are often placed in the store based upon the paths that consumers must travel in order to reach other frequently purchased items. In grocery retailing, it is quite customary to place high volume items like milk and eggs at the back of the store, thereby forcing customers to walk past other items that the store hopes they will impulsively add to their shopping cart. It would be disastrous if the online shopper had to similarly navigate web sites. Online, the products need to be brought to the customer, in the real store it is the other way around. While this shortened online navigation path might reduce some merchandising opportunities, it adds the potential for new techniques to be developed. In both situations, the customer "meets" the products, however, in the online version we can take advantage of the fact that there are less physical constraints. The online store can even be improved by suggesting those items that the customer is likely to purchase based on current or even past shopping behavior.
The warehouse and grocery store model
In a warehouse store (such as Sam's Club, BJ's, and others) or a typical grocery store, products are presented to the customer in a series of parallel rows (forming a grid) containing merchandise. The method is used in order to maximize the use of physical space on the shopping floor (Hart & Davies, 1996) . Since both warehouse stores and grocery stores frequently merchandise products in the cases they arrived in from the supplier, the structure enables shelves to be quickly and efficiently filled (often with machinery used in the stocking process).
While the grid structure can make for efficient merchandise handling for the retailer and efficient shopping for the frequent customer (who knows where everything is located based upon experience), it does little to distinguish a particular store from its competitors or enhance consumer interest. This is acceptable to the consumer because the products purchased at stores using this structure are generally not products that are purchased for enjoyment, i.e., this structure may work wonderfully for toothpaste and toiletries, but it is not the best method of presenting clothes to the consumer. Utilitarian efficiency for the retailer is more prized than merchandising.
Online shopping sites that are organized based on how the retailer stores product information in their corporate database are the equivalent of physical grid structure. Products are presented to the customer in a way that is based upon what is easiest for the retailer. Product databases are simply converted to web pages and strung along a site in a hierarchical structure that may make little sense to consumers (Jung & Lee, 2000) . A static, hierarchical organization may be useful for finding information, however, it does little to utilize the inherent power of online merchandising (Galenskas, 1997) .
Since online retailers are not handling physical products in stores, the constraints of product size and physical attributes become irrelevant. Physical space is not limited onlineexcept maybe for screen space, but that's another story altogether-and products of disparate sites can be treated without respect to this difference.
The department-store model
In a department store, related products are organized into "departments" and are merchandised together. Products are presented in a more pleasing arrangement, and the utilitarian view of economy of space and stocking efficiency is set aside. Shirts and pants are located in the same section. Customers who want to buy pants might need a matching shirt or even socks, too. This makes it relatively easy for the salesperson to try to sell more products. The salesperson in a particular department is a specialist on products sold in that department (but not necessarily those sold in other departments in the same store).
For the consumer, shopping in a department store feels often like a rather lonely journey through a large maze, once in a while interrupted by a possibly qualified salesperson who might work in another store as early as next week. (This characterization may be unfair to some department stores, which show a more specialty-store like face. However, they are, unfortunately, in the minority.)
Many e-Business web sites are based on this model. Although the organization is often hierarchical, it is more targeted towards the customers needs than in the warehouse store model. However, the customer is often either looking at pants or jackets or shirts in isolation, but not at pleasing combinations. The customer is also often required to do his own research to find out what goes with a gray jacket and whether is more appropriate to wear a bow tie or a regular tie to a certain occasion. The checkout at the cash register is often a quite impersonal experience and too often, just as in a physical store, one has to make an effort to find the cashier to pay for the merchandise.
The specialty-store model
Buying your clothes in a specialty store, e.g., a boutique or a men's store, can be quite a different experience. A knowledgeable sales person provides you with personalized help and recommendations. After you have selected your jacket, the salesperson will bring a set of matching pants, shirts with ties, and present them all to you together with the jacket. The attention, the qualified support, and the flexible and adaptive behavior of the salesperson make you feel more convinced of the right combinations (although you may have only wanted a jacket when you entered the store). Merchandising of physical products becomes secondary to the selective, adaptive merchandising done by the salesperson. The shopper is not presented with generic mass displays of clothing, but rather two or three shirts in exactly the right size that also matches the jacket that has already been selected.
The entire process builds customer confidence. The salesperson is highly professional and the store well-appointed. Like in the reputable department store, you are not worried that something funny is going to happen with your credit card number.
Another example of this type of exchange would be at a good hardware store where skilled employees are able to advise the customer as to what kinds material they will need for a project. They don't just know which shelf the items are on, but what they are normally used for, how many are needed, whether it will withstand the weather, etc.
Not many web sites implement the specialty-store model. Such sites provide adaptive and context sensitive support, e.g., in form of intelligent sales agents or collaborative filtering. They have an "aura" of expertise and the visitor feels like he can rely on the recommendations made on the web pages. There are still many online (and brick-and-mortar) stores where the site owners do not seem to care much about the items they sell, therefore why should the customers buy the product? Note that the above argument is rather gendered. Whereas men tend to like it when one guides them through to the purchase decision, women like the thrill of the hunt. (Of course, we vastly overgeneralize, but we do so to make a point.) Women often like digging through racks to discover that skirt that perfectly goes with that blouse, and it's great when they find a "deal." Almost every woman we know (and some men, too) loves T.J. Maxx, a store that is horrendous in terms of organization, help, checkout, etc.
The models presented above manifest themselves most significantly in the manner of navigation afforded to customers. The layout of a physical store dictates to consumers how they will interact with a store, its staff, and its products. Significant research has been done into consumer preferences and merchandising techniques in a physical environment (Underhill, 1999) , but that same research is underdeveloped in an online environment. It is known, however, that consumers find well-designed web sites to be a significant factor in their overall satisfaction (Szymanski & Hise, 2000) .
As a designer, how do we come up with the best model for our site? There is not one best model. In fact, there may be situations where even the warehouse model is the most useful given the type of users, tasks, constraints, etc. In the rest of this section, we discuss a number of issues that influence content organization and navigation.
Navigation in large e-Business sites
In examining e-Business sites and the related navigation throughout those sites, it is necessary to study the intended audience of the web site and what their motivation would be for using the site (Smith & Whitlark, 2001) . This relationship of audience and motivation will be directly related to the goals of the organization and the intended role of the web site in company operations. If we examine the various groups that are possible visitors to a company web site, we can categorize these groups based upon their commonalities and/or differences. Although the results of this categorization would be distinct for each organization, we can examine broad categories in a fairly generic manner. The net result will be a web site with a navigational structure based upon the needs of particular classes of site visitors. It will create a customercentered navigation structure.
In physical places of business, content and structure must be generic in order to accommodate a wide diversity of people and interests. There is almost no ability to customize the physicality of customer contact. For example, Wal-Mart cannot customize their store to the likes and dislikes of every individual who enters their doors. At best, they can customize certain sections, e.g., make sure that the toys are visible for a five-year old. In an online environment, different barriers exist than in a physical environment (Mack, 2000) . Customization is not only possible, it is essential in meeting the needs of those who interact with an e-Business site. The question is, what to customize, for whom, and in what way (Pednault, 2000) .
The purpose or goal of a particular audience of a web site must be reflected in the attributes of a useful navigational pattern (Wolfinbarger & Gilly, 2001 ). Since not every business web site has identical goals, not all sites will be identical in their content, structure, and supported navigation patterns (Rohn, 1998) . Just as there are some common business goals (sell products, support online payments, allow customer feedback), there will be some common ground in content, structure, and related navigation. Differences will come in as business goals diverge. For example, in looking at retail stores, one company may offer a wide variety of products (similar to Wal-Mart), another company may choose to have a much more limited assortment of products (similar to a small jewelry store).
The complexity for business web sites comes not only from the fact that the web site must be integrated with the company business processes (Dickinson, 1998) and be consistent with the company's overall goals (Rohn, 1998) , but also from the fact that most business web sites cannot be customized for only one particular group. The web site must be generic enough to be useful and helpful to all site visitors, yet at the same time account for the great diversity in the various audiences.
Each user brings to their site visitation different web searching and navigational skill, different levels of interest in various aspects of the web site, and different levels of commitment to satisfy the motivation that brought them to the site initially. This set of interests and commitment creates complexity in designing a navigational structure that would be judged usable and effective for each of these groups.
Instead of viewing all site visitors as identical in their background, skills, level of interest, and commitment, or going to the other extreme and viewing each individual as unique in each of these areas, it is useful to group site visitors according to their overall goals of visiting a site. By categorizing site visitors into distinct groups according to their goals, we can look at their interests and create a navigational structure that will effectively support their intentions.
Common audiences for a typical company web site would include company employees, customers, competitors, suppliers, investors (both current and potential for each of these previous groups), researchers, and other individuals that may be friendly, hostile, or indifferent to the business. Each of these groups has distinct motivations for using the web site and therefore would benefit from different types of navigational structures. Designing a web site to support each of these groups would likely not be necessary for most companies; instead, the focus can be placed on meeting the goals of those groups that are most important to the organization. Instead of creating a generic website that is moderately useful for all site visitors, we can create a website whose navigational structures are customized for our target groups.
An example of group analysis
For example, an investor visiting a corporate web site would likely be interested in the business plan of the organization, its personnel, products, and other facts useful in assessing the investment worthiness of the organization. Such a visitor to a corporate web site would likely be familiar with doing research on various organizations and would be willing to invest time in searching through the site and gleaning information from a variety of web pages. The individual might be familiar with other corporate sites and would be making assessments throughout the site visit about not only the site content, but also the professionalism, appearance, and appropriateness of the overall web site management.
Although the ready availability of some corporate information (company history, annual reports, letters from company officers, details on present and upcoming activities) might be viewed as essential, since the overall goal of the site visitor is to assess the company as a whole, a more explorative mode of navigation would accomplish this purpose. The level of interest and commitment to finding the desired information is high, and the potential of a thorough site visitation is likely. The navigation pattern employed is explorative, loosely focused, with a diverse set of interest points. Finding a single piece of information is not the goal, but rather making an overall assessment-a holistic view, if you will-is the motivating desire.
Contrast the above with a potential customer visiting a web site in order to research an upcoming purchase of a product sold by the organization. Most of the interests of the above investor would not be reflected in this site visitor. Professionalism and appearance will certainly be factors in their judgments (Lee, Kim, & Moon, 2000) , but perusing the annual report or company history of the organization would likely be of no interest to this individual. This individual follows a more targeted mode of navigation. Things not directly related to their upcoming purchase would be viewed as distractions or interruptions. Their tolerance of these extraneous elements would be most significantly influenced by the importance of the purchase decision. For example, a customer researching an automobile purchase might be willing to spend a lot of time on facts peripherally related to the purchase, but a customer looking for a toner refill cartridge for their printer would evidence an entirely different level of commitment.
In this situation, the potential customer might make use of a site search engine to visit a single page containing particular information. The ease in which he or she arrives at this page will determine their willingness to continue navigating through the site (Wolfinbarger & Gilly, 2001 ). For example, if the user is looking for a toner cartridge for an Epson 600-e printer, they might choose to enter "Epson 600-e" as a search target. If the result of the search leads directly to what they are looking for, the consumer will continue the transaction. If the result of the search is not deemed useful, then the consumer may choose to go elsewhere rather than continuing to explore (Lohse & Spiller, 1998a; Lohse & Spiller, 1998b) . For this individual, the level of interest and commitment to finding information relevant to their purchase decision is a factor of the importance of the decision. Since individual web sites do not exist in a vacuum (competing web sites likely exist), it is helpful to view the customer's commitment as minimal, except in the case where the customer has become a "regular" of this online store. The navigational pattern employed is elemental, highly focused, with a narrowly drawn set of interest points. Finding a diversity of information and background material is not the goal, but rather finding a single set of facts to make a single decision is the motivating desire (Lohse & Spiller, 1998a) . Navigation through many pages of a web site is not useful for this customer. He or she wants to find needed items, explore a small set of alternatives, and then quickly finalize the transaction without difficulty or hassle.
As one last example, a present or potential employee of an organization would have an entirely different set of interests. For the current employee, some of his or her interests might lie in what the company is planning for the future and how well it is doing overall (similar to the investor). Additionally, some of his or her interests might lie in finding out a particular piece of information about a product or program offered by the company (similar to the potential customer). For this individual, the level of interest and commitment is likely high, and the navigational pattern may be either highly focused or explorative (in fact, both types of navigational patterns are likely to be employed over time). Background information, individual facts, and large quantities of information might all be relevant for the employee's purposes.
Characteristics influencing navigation
In examining a navigational structure for online selling, we must consider the motivational factors influencing site customers in light of the products offered for sale. Since these factors will differ greatly from product to product and retailer to retailer, each e-Commerce web site must consider these factors in terms of their products and customers. Understanding the motivations that impact consumers and which factors can and cannot likely be influenced is a prerequisite for designing the e-Commerce sites. Unlike a brick-and-mortar store, where so called "bargain hunters" may rifle through racks and racks of merchandise in hopes to find a good buy, consumers generally don't have that type of persistence shopping online (Lohse & Spiller, 1998a) .
Examples of significant motivational factors in consumer decision making include the following:
The degree of importance accorded to the purchase Customers who view a purchase decision as 'trivial' or 'routine' will spend little time considering alternatives or making substantive judgments about competing products. They will buy a particular product based upon experience, the recommendation of a friend, or simply something that catches their eye. The importance of the decision itself does not warrant even moderate effort on the customer's part.
Low-importance products are not viable targets for e-Commerce sale (Mack, 2000) . Although cumulatively a group of low importance products may attract attention, singularly they do not. For example, selling only toothpaste on a company website would attract little consumer interest. However, a particular model of automobile may be effectively merchandised by itself on a single page or even its own web site.
Showing products to consumers in a way that illustrates the cumulative value of a group of products will likely be more effective than displaying lone products in isolation, especially when the weight of individual products is minimal. For example, selling a collection of cosmetics or bath products online might be viable in light of the cumulative importance afforded to the product grouping.
The degree of commitment assigned to a particular alternative
Customers may come into a particular purchase decision viewing each alternative as equal or having a pre-determined preference. The level of commitment they have to a particular alternative will determine the amount of "shopping around" the customer does and how open they are to other alternatives.
Shopping products-those which consumers actively look around for alternatives-are ideal candidates for e-Commerce. Both heterogeneous products (similar products viewed as very different by consumers-for example, cameras or clothes) and homogeneous products (similar products viewed as very similar or all the same by consumers-for example, toothpaste or aspirin) can both be merchandised effectively online.
Showing products that motivate significant "shopping around" on different web pages communicates to consumers that they are prudently evaluating different alternatives. Showing products which do not warrant much consideration or evaluation on the same page allows the user to make ready decisions without "wasting their time" with needless exploration.
The complexity of making an effective decision
A customer may find some decisions to be a straightforward match between their needs and particular attributes of a product. Other decisions may be more complex and subjective. The number of facts a customer must know to make an effective decision and the degree of subjectivity in the decision have a significant impact on the reasoning process of the consumer and the confidence they have in their decision.
High complexity products should be displayed with ready access to supporting information needed to make the purchase decision. Products sold based on subjective decision making should show the outcome of using the product and should feature the "testimony" of other customers.
The biases, preferences, and information the consumer brings into the decision
Each consumer brings his or her own unique preferences, experiences, biases, and knowledge into the purchase process. The degree to which they are willing to set aside or change these factors is largely a process of the customer's own decision-making process and value system.
Although little can be done to make a customer abandon an established decision framework, an effort can be made to eliminate things that would cause customers to react negatively. In this area, a retailer's particular knowledge about the likes, dislikes, preferences, and similar attributes of the targeted consumer are most valuable.
The compatibility between the product offering and the need of the customer
In a situation where the relationship between the role of the product and the need of the customer is obvious, consumer choice is less influenced by subjective aspects. Previously, the example was given of a consumer needing a toner refill for his/her laser printer. In this case, the singular compatibility question is "does this toner cartridge work in my printer?" However, in a situation where a consumer is shopping for an article of clothing, there is a larger set of compatibility questions. Some of these might include, "Does this color match another clothing item?"; "Does this item fit me?"; and "What does this fabric feel like?".
In situations where the product being sold is based upon a single compatibility question, it is most important to make the answer to that question the primary focus. In many situations, consumers will navigate using search results based on the focus of compatibility. Lengthy supporting information on the product being offered is not necessary, as the consumer can readily determine whether or not this product does meet their goal. Items should be displayed to the consumer by grouping together compatible products. This may in fact result in a single product being shown multiple times in different groups. (A laser toner cartridge compatible with 25 different machines would be a member of 25 different compatibility groups.)
In situations where the product being sold is a product of many consumer compatibility questions, the role of support information becomes more important. The consumer cannot as easily determine for himself or herself whether or not this product does in fact meet their goals. Coming up with a list of likely compatibility questions and addressing them in product support material and navigational context becomes more important. For example, for clothing items the question of two different items working together in an outfit is a key compatibility question. By showing matching and coordinating items together and assuring the consumer that they do match, the consumer can have confidence in their choices.
The overall cost of the transaction
The more expensive an item is to a consumer, the more likely they are to view the purchase decision as important. The need for supporting information goes up as the price of the item goes up. Other factors that may influence consumers are:
• The ease and speed with which the exchange can be accomplished (Berry, 2001) • The number, kind, and quality of competitors being evaluated • The level of enjoyment the customer has in making the purchase • The degree of anxiety the customer has about making a poor decision • The interaction between other products being purchased
Checking out
How many times have you added a quite a few items to your shopping cart and then just left it standing in the middle of a brick-and-mortar store? How often have you done it in an online store? Of course, in an e-Business it is much easier to add an article to the shopping cart. However, the design of many e-Business sites almost seem to try to make sure the customer doesn't make it through the checkout.
Trust and usability
The success of an e-Business site is strongly related to its usability and content organization. Usability of e-Business sites has a dimension that is not always seen in other web sites, namely trust. In fact, usability may be a factor in gaining trust from consumers (Jarvenpaa & Tractinsky, 1999; Lee et al., 2000) . According to Jarvenpaa and Tractinsky, lack of trust has been a key element in consumers hesitating in making online transactions.
What exactly is trust with respect to e-Commerce? Jarvenpaa and Tractinsky define trust as "a belief or expectation that the word or promise by the merchant can be relied upon and the seller will not take advantage of the consumer's vulnerability." Consumers don't want to be put in a position where they feel the business will take advantage of them. The consumer will then be unwilling to trust the site. The lack of trust stems from an unequal balance of power between the consumer and the site (Hoffman, Novak, & Peralta, 1999) . Consumers want to be in control, when they don't feel in control they leave and go elsewhere.
Factors stated to affect trust have been level of risk, size of merchant, design of site, ease of use, aesthetics, and reputation (Jarvenpaa & Tractinsky, 1999) . If a site has a good reputation flaws in the design of the site may be overlooked. If a friend of a consumer tells how great of an experience he/she has with an online store, that consumer is likely to overlook poor design, ugly page, etc.
Trust is a short and long term issue for e-Commerce sites. Initially, trust is needed to get new consumers to begin shopping at a site. However, it has been found that the more experienced a consumer has with the web, the perceived risk is greater and the lack of trust increases. The more experienced user tends to be less concerned with looks and usability, and more concerned with privacy and store policies.
What it comes down to is this: If consumers don't trust an online store, they won't buy from that store (Hoffman et al., 1999) . Online stores need to improve to gain consumer trust, but what exactly formulates online trust is still somewhat unclear. Interestingly, we can now buy VISA cards that claim to specifically protect us from such online "pirates."
Design issues for checkouts
We will enumerate some of "design elements" that need to be avoided in order to increase the chances the customer will actually buy some of the items in the cart. Many of these suggestions may appear obvious. However, if they are so obvious why are the same mistakes made over and over again?
Where's the checkout?
At any time on any page of the site, it must be clear to the customer how to get to the checkout. Similarly, being able to check what is in the shopping cart and what all the items cost is important information. It is naïve to think the regular customer can be "tricked" into buying more by keeping information hidden.
Why do I have to provide all this information upfront?
Each time the user is required to provide some kind of information whose purpose is not obviously beneficial to the customer, the customer may decide to abandon shopping at this site immediately. So, don't ask for the credit card information before everything else is taken care of.
Slow secure server
Secure web servers are sometimes slow and thus, the checkout is slow. Consumers may have more patience in checkout lines in brick-and-mortar stores because there is more in the store environment to distract/occupy them. They can ponder all those "impulse" buys or go through the merchandise their about to purchase. Waiting for a web site to process your order is another story. The consumer is left in limbo anxiously looking a non-descript screen wondering if his/her order is going through. If consumers are impatient-and many are-they may interrupt the transaction process and try again, possibly having being charged multiple times. Don't expect a customer to read the "don't click twice"-warning (Shubin & Meehan, 1997) .
The next store is just one mouse-click away
We are probably all tired of this phrase, yet if for any reason a consumer is dissatisfied with an online store the competitor is indeed only a mouse-click away (Kubilus, 2000) . It takes a substantial amount of effort more to leave a brick-and-mortar store. For example, if you are in a store and decide you don't want to buy anything, you stop and head for the exit. However, this "journey" can take a minute or two depending on the store size and the layout of the aisles that generally have you walk by everything in the store before you make it to the exit. An employee may stop you and ask you if any assistance is needed, and then there are those impulse buys near the exit, and so forth. Once you stand in the checkout line, you have put so much effort into finding the items and carrying the to the checkout that you probably will stick to them.
However, this isn't so on the web. All it takes is one click even when we are in the middle of the checkout process. The shopper is gone and is possibly (more than likely) never even tempted to come back. With a brick-and-mortar store, it is possible to be tempted to try a store again for convenience sake; it may be on the drive home, for instance. Some brick-andmortar stores success largely rely on their location. However, online, once you leave a site, there's no geographic temptation.
How much is the tax, shipping cost, etc.?
When shopping at a brick-and-mortar store, and even in a catalog, pricing information is known upfront. So many complaints are made by consumers in not knowing shipping and tax information until the purchase is already made or placed in the shopping cart. Why do some web sites require the customer provide all the information before the site makes information of additional costs like shipping and tax available?
CONCLUSIONS
Designing an e-Business web site is difficult and it is important to realize that the onesize-fits-all model cannot possibly work. There are still books that want people to believe that they can "build their successful web store in 21 hours" using the provided templates. Design is known to be difficult and it is no different in the case of an e-Business. In this chapter, we have focused on certain aspects related to content and usability, two of the most important success factors of such a site. Navigation and content organization need to be designed with each other in mind. However, there is no one solution because there are different site visitors to be considered with different goals and different-sized wallets. We have addressed some of the characteristics listed below influencing how navigation needs to be designed without claiming to have a complete list. Of course, it would be easy to fill many more pages with more or less relevant characteristics.
• Degree of importance accorded to the purchase • Degree of commitment assigned to a particular alternative • Complexity of making an effective decision
• Biases, preferences, and information the consumer brings into the decision • Compatibility between the product offering and the need of the customer • Overall cost of the transaction • Ease and speed with which the exchange can be accomplished • Number, kind, and quality of competitors being evaluated • Level of enjoyment the customer has in making the purchase Note that these issues need to be considered in addition to the usual usability issues of user interface and site design. However, many of discussed issues do not show up in non eBusiness sites.
Another important complex of problems arises when dealing with the issue of trust, which is always important when personal information and money transactions come into play. We have briefly touched on these issues in the context of checking out the items to be purchased. However, much more research needs to go into this area, which indeed is one of the foci of our group.
